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Summary 
 

Global digitalization and migration processes of the population necessitate the 

formation of services for the convenience and attractiveness of food establishments for 

consumers. These establishments are designed to address one of the most important 

human needs - providing quality food for individual needs. This issue is a critical one for 

Ukraine now, and it will become especially relevant during the post-war recovery. In this 

regard, the development of approaches to create recommendation mechanisms that will 

allow you to quickly find a restaurant via the Internet that meets the requirements and 

needs of the user for the dish, which, in turn, determines the relevance of the study.  

The purpose of the article is to study the application of game theory in the 

development of a recommender mechanism for searching for restaurants on the Internet 

at the user's location in order to improve the level of satisfaction of the needs for quality 

food. In the course of the study, general scientific methods were used: analysis and 

synthesis - to conduct a theoretical study of the needs of users searching on the Internet, 

abstract-logical method - to create logical generalizations based on the results of the 

analysis of literature sources, methods and approaches of game theory - to substantiate 

the approach to creating a recommendation mechanism for restaurant services. 

The article highlights the main features of the use of game theory in marketing to 

determine the needs of users and promote restaurant services, proposes an algorithm for 

implementing such an approach and its formal representation. Using the example of the 

implementation of the two-player strategy, the author shows how a recommendation 

mechanism can be implemented to satisfy the tastes of two or more consumers, provided that 

consumers choose restrictions from the context menu, the mechanism is presented through a 

matrix of recommendations on mixed strategies. A general methodology and a formalized 

algorithm for the formation of a recommendation mechanism for restaurant services that can 

be used in the development of restaurant websites and services for finding places to eat 

according to preferences are proposed. Implementation of theoretical substantiation of 

mechanisms for creating recommendations based on models of user behavior on the Internet. 

Formation of restaurant menu suggestions with the possibility of ordering a dish for a certain 

time of the user's arrival at the restaurant with reference to geolocation. 
 

Keywords: digitalization, query, Game theory, Internet marketing, user preferences. 

Number of sources: 12. 

https://orcid.org/0000-0001-8842-9028


 

HOTEL-RESTAURANT & ТOURIST BUSINESS 
 

Issue ІV (92), 2023 271 

 

References: 
1. Vdovichen, A., Kyfyak, V. (2022). The sphere of hospitality of Ukraine: recovery in the 

post-war period. Scientia Fructuosa, no. 143(3), pp. 68–77. DOI:  

https://doi.org/10.31617/visnik.knute.2022(143)05 (in Ukr.). 

2. Taylor, M., Kwasnica, V., Reilly, D., Ravindran, S. (2019). Game theory modelling of 

retail marketing discount strategies. Marketing Intelligence & Planning, 555–566. DOI: 

https://doi.org/10.1108/MIP-11-2018-0489 

3. Oreagba, O. T. Ogunnaike O. O. & Kehinde O. J. (2021). Capitalizing on game theory for 

optimal marketing decision in service industry: evidence from telecommunication industry in 

Nigeria. Sage Open, 311-323. DOI: https://doi.org/10.1177/21582440211023199  

4. Nagurney, A. (2021). Supply chain game theory network modeling under labor 

constraints: applications to the covid-19 pandemic. European Journal of Operational Research, 

880–891. DOI: https://doi.org/10.1016/j.ejor.2020.12.054 

5. Palamarek, К., Romanovska, О., Strutynska, L. (2022). Crisis phenomena and their 

impact on the hospitality industry. Visnyk Chernivetskoho torhovelno-ekonomichnoho instytutu 

[Bulletin of the Chernivtsi Trade and Economic Institute], issue 86(2), pp. 20–31. DOI: 

http://doi.org/10.34025/2310-8185-2022-2.86.02 (in Ukr.). 

6. Bai, H. (2022). Construction of internet business innovation network model and data 

image research under the background of game theory. Computational Intelligence and 

Neuroscience, 272–282. DOI: https://doi.org/10.1155/2022/8804272 

7. Bai, Y., Wu, H., Huang, M., Luo, J., Yang, Z. (2023). How to build a cold chain supply 

chain system for fresh agricultural products through blockchain technology-a study of tripartite 

evolutionary game theory based on prospect theory. Plos One, 52–63. DOI: 

https://doi.org/10.1371/journal.pone.0294520 

8. Sarjiya, S., Budi, R.F.S., Hadi, S.P. (2019). Game theory for multi-objective and multi-

period framework generation expansion planning in deregulated markets. Energy, 323–330. 

DOI: https://doi.org/10.1016/j.energy.2019.02.105 

9. Regulation (EU) 2016/679 of the European Parliament and of the Council of 27 April 2016 

on the protection of natural persons with regard to the processing of personal data and on the 

free movement of such data, and repealing Directive 95/46/EC. URL: https://eur-

lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02016R0679-20160504 

10. Clegg, В. (2022). Game theory : understanding the mathematics of life. Icon Books. Р. 

161. ISBN: 9781785788321; 1785788329. 

11. Chychun, V., Dzundza, Т. (2018). Anticrisis management of trading enterprise under 

modern conditions. Visnyk Chernivetskoho torhovelno-ekonomichnoho instytutu [Bulletin of the 

Chernivtsi Trade and Economic Institute], issue 71(3), pp. 118–124. URL: 

http://herald.chite.edu.ua/content/download/archive/2018/v3/13.pdf (in Ukr.). 

12. Vdovichena О. (2018). Main approaches and features of formation the efficient brand 

loyality programmes. Visnyk Chernivetskoho torhovelno-ekonomichnoho instytutu [Bulletin of the 

Chernivtsi Trade and Economic Institute], issue 69-70 (1-2), pp. 69–79. URL: 

http://herald.chite.edu.ua/content/download/archive/2018/12.pdf (in Ukr.). 

 

https://doi.org/10.31617/visnik.knute.2022(143)05
https://doi.org/10.1108/MIP-11-2018-0489
https://doi.org/10.1177/21582440211023199
https://doi.org/10.1016/j.ejor.2020.12.054
https://doi.org/10.1155/2022/8804272
https://doi.org/10.1371/journal.pone.0294520
https://doi.org/10.1016/j.energy.2019.02.105
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02016R0679-20160504
https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=CELEX:02016R0679-20160504

